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Abstract. Running a business certainly is not that easy, there are many obstacles and challenges that exist, one 
of which is to improve the performance of the company itself by constantly innovating and delivering the best 
products to customers. And this study aims to find what are the idea of perfume product which is desirable by 
customer. To reach this objective, Buyers Persona and also Pearson’s New Product Development Process used 
in this study as the basic knowledge of research and used as the main construct in predicting what kind of 
perfume product that desired by the customer. This research uses qualitative research method by semi-
structured interview with twenty respondents to asking for their opinion on product development based on 
Pearson's New Product Development Process. The results of this data will determine what are the idea of 
perfume product which is desirable by customer, what hat are the suitable buyer persona for the product, also 
what are the suitable business strategy for the product, and what are the acceptance of the new product which 
is developed. 
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Introduction 
 
According to a study conducted by the marketing company named Allegra Strategies, said that in 
British, the development of beauty industry continues to increase as much as 8% annually and 
beauty has become one of the fastest growing industries in the British economy. According to that 
report, consumers desire to feel better, is the trigger of a dynamic market growth in this industry 
and based on a survey condu cted, 80% of consumers remain loyal to the salon of their choice, as 
many as 61% said that at least once a month they do beauty treatments and based on the survey 
conducted, about two-thirds of customers visit the salon more often than before (Wagner, Cynthia 
G, 2004). Geoffrey Jones, in a book that he wrote about Beauty's Global growth adressesed the 
literature that grows in global brands, has taken the homogenization of things to taste quite heavy 
for lightweight product such as perfume, exclusive cosmetics, and as short as youth eternal. 
Beauty industry is an industry with unusual characteristics consisting of fragrance, soaps, 
toothpaste, and other tools that can enhance the human body (Lipartito, Kenneth; Jones, Geoffrey, 
2011). 
 
One of the local Indonesian company engaged in the beauty industry is Duftende. Duftende is a 
beauty company that produce and sell beauty product with Indonesian natural resources in 
Bandung, Indonesia. At 2016 Duftende already produced perfume with different scent of the 
perfume, Duftende has conducted several exhibitions in Bandung and Jakarta, through the 
exhibition Duftende always conduct the market test about how the product itself and or what 
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should be increased or decreased from the product. According to Duftende’s observation during 
the exhibition which was held in East Hall Bandung Institute of Technology on Friday 17 March 
2017, Many respondent favorably give a feedback to the Duftende product that written on small 
sheets of paper. From the 35 inputs were obtained, 2 of them gave feedback for the discount. Then, 
7 of them gave praise to the women perfume, and 5 of them gave input to the packaging and 
design, and 21 of them gave feedback for a new variants of product.  So, based on the results of 
these observations can be concluded that Duftende need to do New Product Development that 
desirable by customers. Key product development of the most highlighted is the external 
communication with customers  (Allen, 1971;1977; Katz and Tushman, 1981; More, 1986; von 
Hippel, 1986; 1988). The reason is because from the external communication with the customer we 
know what quality should be improved based on the information we received from the following 
external communication (Brown and Eisenhardt, 1995). New products are substantial business. 
More than a hundred billions of dollars are spent annually only on the technical stage, thousands 
of new products untold been marketed annually. Radical innovation is very important for 
oncoming evolution and indeed survival of the company, it has been recognized by many 
managers of the companies. The biggest problem that often substantial held by many companies 
is the main reason why there should be a new product strategy. The fact is that nothing better 
than anything that happens in a company other than the successful of new product development.  
 
Beauty Industry in General 
In this modern era, the relationship between beauty and business is very tight, wherever the 
market appears beauty stuffs always sold there and beauty has a very commercial value. We know 
that the development of the art market exists among the elite, whether it be the market followers 
or the leader of a cold war company. They all claim and project the power of beauty as their way of 
protecting artists and buyers of such beauty objects. Beautiful scenery that becomes the source of 
the beauty of tourism that can also generate profits (Princeton, N.J., 1988; Paul DiMaggio, 1982). A 
beauty can change the value of a woman, whatever her profession. There are things noted by the 
abolitionist and former bondswoman writer Harriet Jacobs about how beautiful the bad luck of an 
African woman sold for slavery, and their sexual prey to their master. Marriage is a place where 
not the brain, but beauty finds the highest bid, says feminist Marry Wollstonecraft to Emma 
Goldman. Therefore, it is not a coincidence in the 19th century cosmetics and paint is considered a 
very destructive trade symbol, since such things as beauty are closely related to women's 
prostitution, enslavement and tainted goods (Cambridge, Mass., 1987; New York, 1992; New York, 
1971). 
 
Perfume 
Perfumes have been known as utilizable but exclusive products since antiquity. Use of aromatic 
substances was first mentioned in archaic sources of the ancient world. The origin of such fragrant 
substances was mainly vegetable and animal. Different kinds of fragrances are used to improve the 
personal body odor, and perfumes are therefore stated to be important in the social interaction 
between human beings (Herz and Inzlicht 2002; Milinski and Wedekind 2001; Sergeant et al. 
2005), so that women and men want to increase the gender-specific associations of themselves. 
Individuals wearing a typical feminine perfume have consequently been described as having less 
typical masculine traits (Fiore 1992). 
 
FFF (Form Fit Function) Analysis 
FFF is a phrase formed from the form and function form, which is usually used in the 
manufacturing field to define characteristics and identify a single component or component 
contained in the final manufacture of a product normally stored on the master of goods within a 
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product. And the following is a definition of fit function form (Angela Dumas, Henry Mintzberg, 
1991). 
 
Buyer Persona 
An organization can be greatly assisted in gaining insights into the different types of customers, 
customer needs and desires, preferences, and personal characteristics through the development of 
the buyer's persona (Scott, 2007). The definition of personas is "an archetype of a fictional user 
representing a specific group of typical users" (Scott, 2007). A set of users with common 
characteristics, needs, and goals can be represented by personas (Mannes, et al., 2008). In previous 
studies of consumer behavior, it can be said that consumer behavior has identified internal and 
external factors as influencers of online behavior of buyer personas (Baik, Lee, and Choi, 2016). 
These internal factors include personality traits, motivations, attitude and belif and external traits 
can include culture, locality and reference groups (Saeed, Hwang and Yi, 2003). Then, according to 
Guo, Shamdasani and Randal (2014) for the nature of attitudes, such as motivation, trust, and 
desire, the persona must also consist of the nature of the behavior. Personas can be used and 
utilized by an organization, certainly in a positive way, one of the benefits is for product-related 
guides such as marketing campaigns (Cooper and Reimann, 2002) and can also help to improve 
user identification (Ma and LeRouge, 2007). 
 
Pearson’s New Product Development Process 
New product development is closely related to product improvisation, product originality, product 
modification, and new product development with new brand created by the company and 
conducting its own research fan development. (Pearson Education Inc, CH 9, 2012). 
 
 
Figure 1 Pearson's NPD Process 
 
Conceptual Model and Methodology 
 
Before designing the conceptual model, it began with identifying and understanding the problem 
through literature study and field observation by doing an exhibition. This research focuses on 
assessing Pearson’s New Product Development process. There are 3 main problems underlying this 
assessment: first, analyzing what are the idea of perfume product which is desirable by customer 
and suitable customer persona for the product, also analyzing what are the suitable marketing 
strategy and business analysis for the product, and the last is analyzing what are the acceptance of 
the new product which is developed. In Pearson’s New Product Development process, The 
researcher will execute 2 phase interview To fulfill the process, the first interview phase is held to 
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fulfill the Idea Generation, Idea Screening, Concept Development and Testing, Marketing Strategy 
Development, and Business Analysis. Then the researcher will create a product prototype based on 
the first stage interview. Then the second phase of interview will be held to meet the process of 
Product Development, Test Marketing, and Commercialization. 
 
Figure 2 Conceptual Model 
 
To achieve the objective of this research, Researcher will use qualitative research method in 
collecting and analyzing the data. researcher will use exploratory study which used a study 
literature and depth interview which is appropriate with the research objectives. The data needed 
for this research will result from the problem identification determined before and references in 
the literature study. To collect the data, researcher will use the qualitative method by conducting 
two times interview with the same sampling population, first the interview will be conducted to 
answer the research objective 1 and 2 to find out what ideas of perfume product and the suitable 
buyer persona, the marketing strategy and business analysis that desirable by customers. Then the 
second interview will be executed after the researcher made the product prototype based on the 
customer's desire and the interview will be conducted to answer the research objective and 
research informants interviewed by semi-structured interview method. 
 
Findings and Argument 
 
Researcher did the interview in July 2017 by re-validating each buyer personas. 20 informants with 
the 3 types of informants and 5 types of persona were interviewed in this research. Which first, 
Duftende’s current buyers who represented 2 from 5 persona types and second, Duftende targeted 
customer who have never bought Duftende’s product. And the last one is the population who may 
have the opportunity to buy Duftend products who represented 1 from 5 type of persona. After the 
researcher analyzed the results of interviews with 20 respondents previously described, it turns 
out the researcher finds the lack of motivation and desire buyer persona in type 2 who is the 
population who may have the opportunity to buy Duftende products. Populations of this type, do 
not have a high interest in beauty products especially perfume, they also do not really think about 
their appearance, and this result is very inversely with the interview results of the other personas. 
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Further more, will be explained in the explanation of the results below. So, here are the interviews 
result that have been analyzed by using pattern matching analysis. 
 
 
Table 1. Ideas 
 
Construct Idea Generation 
BP1 BP2 BP3 BP4 
Perfume 
Types 
Eau de Perfume  Eau de Perfume Eau de Perfume  Eau de 
Perfume  
Good quality 
bottle 
Fragrance 
Base 
Floral,  Ocean Fruity Floral, Sweets 
sceents 
Bottle 
Materials 
Glass bottle Glass bottle Glass bottle Thick Glass 
bottle 
Size 100ml 100ml 
 
Multi size in one set 
of perfume (30ml 
and 50ml) 
100ml 
Additional 
accents 
Pump spray Unique bottle Pastel color Simple 
Main 
Function 
Increase 
confidence, 
durable 
fragrance 
Durable 
fragrance, 
unique bottle 
Durable fragrance Durable 
fragrance 
 
Table 2. Marketing Strategy 
 
Construct Marketing Strategy Analysis 
BP1 BP2 BP3 BP4 
Channel Offline Offline Offline Offline 
Place to Buy - 
Preferences 
Mall Events, Bazaar, 
Duftende store 
Mall, 
Departement 
store 
 
Mall 
Social Media 
(LINE and 
Instagram) 
Content 
Preferences 
Product's 
features and 
information 
Product's 
features and 
information 
Product's 
features and 
information 
Product's 
features and 
information 
Photos of the 
product used in 
daily activities 
Photos of the 
product used in 
daily activities 
Photos of the 
product used in 
daily activities 
Photos of the 
product used in 
daily activities 
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Photos contains 
content other 
than the 
product, i.e. 
delivering the 
company's value, 
daily quotes and 
pictures related 
to the value, etc. 
Info about 
upcoming events 
and promotions 
and  
Photos contains 
content other 
than the 
product, i.e. 
delivering the 
company's value, 
daily quotes and 
pictures related 
to the value, etc. 
 
Info about 
discounts and  
promotions 
 
Info about 
discounts and  
promotions 
 
And for the Business Analysis, the buyer persona type 1, they recognize that customize perfume 
systems appeal to them because they can adjust their oil dosage and their needs, but it could be 
good if customer service can provide clear information. And the corresponding price is a range of 
IDR 350,000 up to IDR 700,000. For the buyer persona type 2, they admit that the customize 
perfume system appeals to them because they can express themselves as they wish. And the 
corresponding price is IDR 200,000 up to IDR 700,000.  For the buyer persona type 3, they 
recognize that customize perfume system is not quite interesting to them. And the corresponding 
price is IDR 200,000 up to IDR 500,000. For the buyer persona type 4, they admit that the 
customize perfume system is not attractive because it confuses. And  corresponding price is a 
range of IDR 200,000 up to IDR 1,000,000. 
 
Conclusion 
 
This research aims to determine the suitable perfume product that are desirable for customers and 
the suitable buyer persona for the product. This research also aims to determine the suitable 
marketing strategy of the product and the business analysis for the product. The last, this research 
aims to determine whether the customer accepts the developed product or not. In order to 
validate the data, 20 people were interviewed. Those 20 people include the three types of 
informants that included in 5 types of persona will be interviewed. Which first, Duftende’s current 
buyers who will represent 2 from 5 persona types and second, Duftende targeted customer who 
have never bought Duftende’s product who will represented 2 from 5 persona types. And the last 
one is the population who may have the opportunity to buy Duftende products who will represent 
1 from 5 type of persona. 
 
After the researcher conducted an interview analysis of this studies, researchers found that there 
was a difference between the perfume product development of each persona who had been 
studied. Before discussing into the main objective which is product development, there is one 
result that needs to be submitted based on the results of the research.  Back to the main objective 
of the study, it was found that from 4 buyers persona has also obtained 4 results that answer the 
research objective in chapter 1. The difference between personas was often caused by the 
preferences in using a perfume. One persona was more like perfume with sweet fragrance, and the 
other was more like perfume with unique scents and bottle. Researchers have been getting results 
on ideas of the perfume products that desired by customers according to their respective persona. 
Buyer persona type 1 generates perfume with Eau de Perfume type with 100ml size of glass bottle 
with floral fragrance base with feminine accent (such as flower, pump perfume in 20’s, or etc.).  
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For buyer persona type 2 generates perfume with Eau de Perfume types with 75ml size of glass 
bottle, with base of ocean fragrance, and also with unique bottle shape.  Buyer persona type 3 
generates perfume with Eau de Perfume and Eau de Toilette type with 100ml and 30ml size of glass 
bottle with fruity base fragrance with soft pastel ribbon accents. And for buyer persona type 4 
generates perfume with Eau de Perfume form size of 100ml with base floral soft fragrance and 
made with good and thick bootle. And as an added value and as a differentiator from other brands 
of perfumes, researchers make products with non-alcoholic ingredients, in order to become a halal 
and organic product. Each type of personas have almost the same preference towards buying the 
product. They were preferred buying the product offline. Their main reason was because they 
need to see the product directly and feel the scents of the perfume directly. Other reason was to 
able to see if the bottle and the packaging quality is good or not. The difference was the male 
respondents prefer to buy it in the mall or brand own store, as the buyer persona type 1 prefer to 
buy it in a mall. the buyer persona type 2 prefer to buy it in at bazaar or certain events,  and the 
buyer persona type 3 and 4 prefer to buy it in a mall. 
 
Then from all types of persona demanding more sales are done by offline system, so for future 
plans the company must do a lot of offline selling activities such as consignment, joining tenant in 
events or bazaars and open their own store. For consignment may Duftende can collaborate to do 
a consignment with Pop Shop, The Goods Dept., Metro or Sogo to sell the products.  
 
For social media, almost all types of persona seeking information from instagram and friend 
recommendation, so the company should posted on instagram more frequent and more 
informative, interesting and also educate all the customers. In this section, researchers have done 
research by making prototype  based on interview results in the first stage. The researcher made 4 
perfume types based on the buyer desired ideas with suitable business persona described in 
chapter 5. In buyer persona type 1, all of them said yes to the product that already developed, and 
they said that certain moments when they buy perfume is on vacation. In buyer persona type 2, 
almost all of them said yes to the product that already developed and they said that the moment 
when they want to buy a perfume is at Bazaar or certain events and when the artists that they 
admire launched a perfume products, for example Jennifer Lopez or One Direction perfume 
edition and others. In buyer persona type 3, all of them said yes to the product that already 
developed and they said that there is no particular moment for them to buy perfume. In  buyer 
persona type 4, they said yes to the product that already developed and they said that there is no 
particular moment for them to buy perfume. So for future plans the company should keep doing 
offline selling by joining tenant in bazaars and events, also try to collaborate with beauty bloggers, 
celebrities, and etc. 
 
Implementation Plan 
After come out with the conclusion, the researcher then will deterime the future action plan. A 
timeline was made in order to put a measure in the activities. The timeline presented below 
consists of a three-months plan for Duftende. 
 
Table 3 Implementation Plan 
 Content September October November W1 W2 W3 W4 W1 W2 W3 W4 W1 W2 W3 W4 
 
Collecting Raw 
Material 
            
Assembly -             
Pr
od
uc
tio
n 
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Production 
Storage             
 
Instagram – 
Content Posting 
            
Photo / Video-
shoot 
            
Instagram – 
Product Photo 
Posting 
            
Endorsement 
Deal 
            
 
Product 
Launching 
            
Consignment 
Deal 
            
Opening 
Flagship-store 
            
Join a Bazaar             
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